Introduction
Sponsorship has become an integral component of the modern marketing milieu (Bennett, 1998; Meenaghan & O'Sullivan, 2001) figures to recover by 3.4 percent to USS17.08bn (IEG, 2010) . Sponsorship has been an effective marketing tool for companies which strive to facilitate word-of-mouth advertising, reach target consumers psychographically, expand their business globally and generate consumer purchase intentions (Gwinner & Bennett, 2008) . While sponsorship objectives vary from company to company, all share a common denominator in that they want the sponsorship activity they undertake to have an effect on the consumer. Blackwell, Miniard & Engel (2001) contend that consumer behaviour research is paramount for companies to ensure that they know 'how to please the king and directly impact company revenues'. Thus the task of targeting prospective audiences and doing so with precision becomes an imperative (Dolphin, 2003) . Corporate sports sponsorships no doubt makes up a significant proportion of the general sponsorship market. It is estimated that over 60 percent of the money exchanged globally through sponsorships is injected into sports and sporting events, and this is equivalent to more than double the sponsorship dollars that is expended towards charities (Helitzer, 2000) . With corporate spending in sport sponsorship increasing from 10 to 15 percent annually, analysts believe that the sports sponsorship market in Australia will reach in excess of A$1.2 bn (Donelly, 2004) . The increased spending and increased competition in sport sponsorship has resulted in corporations employing more distinctive strategies to achieve marketing objectives and focusing greater attention on evaluative procedures (Gwinner & Swanson, 2003) . According to Mullin et al (2007) , 'sponsorship includes a wide variety of activities associated with a communication process that is designed to use sport and lifestyle marketing to send messages to a target audience'. There are two kinds of sponsorship, "on-site" or field sponsorship and televised broadcast sponsorship (Lardinoit & Quester, 2001 ). While it is common for companies to use sponsorships as a tool to influence the consumer, consumer research can assist by identifying the drivers that may induce a positive consumer response to sponsorship exposure. As such, this return on investment (ROI) is a significant focus for companies investing in sport and sporting events.
Without such knowledge, the basis of the sponsorship campaign is not economically justifiable. Studies in Great Britain, Canada and Germany reveal that boosting brand awareness and company image are the dominant reasons for firms to engage in sports sponsorship (Thjomoe, Erik, & Peggy, 2002) .
Justification of the study
The consumer is viewed as one of the three major stakeholders of a sponsorship, the others being the sponsored property (or event) and the sponsor. The lack of consumer related research related to sponsorship (Donelly, 2004) highlights the subsequent importance and usefulness of this research. Very few studies in the past have investigated sports sponsorship as a holistic process that incorporates an understanding of its effect on consumer buyer behaviour. The mapping of a route towards understanding of sponsorship effects, through the identification and classification of individual elements may provide a guide to practitioners in their sponsorship decision making as well as provide an important advance for academics on the road to deeper insight into this phenomenon (Meenaghan, 2001) . The main objectives therefore of this research are to:
i) develop a model of consumer buyer behaviour relating to the sponsorship of major sporting events.
ii) describe the extent to which key constructs affect consumers' responses to sponsorship and their behaviour to purchase.
iii) provide managerial implications to sponsors and properties.
Literature review and hypotheses development
Sponsorship evaluation is an issue of contention in the literature, with the suggestion that current methods fail to address or understand the full effects of sponsorship activities. Stotlar (2004) believes that a lack of assessment exists because the process of evaluation has not been solidified in theory or practice. Additionally, Hoek (1999) reported in the findings of Witcher et al. (1991) that only 33 per cent (from a UK sample of 140 companies) made any attempt to evaluate their sponsorship programmes. In a survey conducted by Gardner and Shuman (1987) , nearly 50 per cent of respondents admitted that they did not measure the outcomes of their sponsorship activities. As the amount of money devoted to sponsorship increases, it becomes imperative for managers to account for the effectiveness of sponsorships (Dolphin, 2003) .
Sponsorships, in general, are submissions of commercial opportunities and therefore, the referral to return on investment (ROI) as evaluation is commonplace. Several major corporations, such as VISA, undertake studies in market share gains, or as in Puma's case, sales volume increases (Donelly, 2004) . They are not valid means of sponsorship evaluation, as they do not take advantage of the full scope of returns that can be delivered within sponsorship activities. Javalgi et al. (1994) cite the increase in the monetary value of sponsorship as one of the contributing factors for the misgivings of sponsorship evaluation.
They remark this especially with respect to individuals in charge of sponsorships who are reluctant to measure the effects in the fear of a possible career risk, whereby the sponsorship does not equate to an impressive monetary return. The one-dimensional nature of modern sponsorship evaluative practices, will fail to capitalise financially if the non-commercial effects, such as emotive cues, are ignored. According to Adam Jeffrey of Fit Sponsorship the bulk of measurement is not consumer-centric but asset centric (Donelly, 2004) .
Additionally, there is also a challenge to get people to believe that intellectual property is actually the most valuable part of the equation (Meenaghan, 1991; Parker, 1991; . Donelly (2004) concurs that the use of sales figures as an indicator of sponsorship effectiveness is highly problematic owing to the possible influences of collateral marketing communications inputs, carry-over effects of past advertising, changing economic conditions and entry or exit of competing businesses. The results of sponsorships are typically appraised in terms of awareness levels achieved, attitudes created or altered, prompted and unprompted brand or company name recall. In addition, the extent of television, radio and press coverage, and cost per thousand are also assessed. A common approach is to measure the duration of television coverage of a sponsored event and the magnitude of press coverage obtained in terms of column space and then to compute the cost of purchasing such space or broadcast time. This is convenient and practicable, but only indicates the extent of the publicity resulting from sponsorship, rather than the impact and effects of the exposure Meenaghan, 1991; Parker, 1991) .
According to Dolphin (2003) , properties that understand their brand and audience and those who have conducted extensive research in respect of customers who are passionate about them are doing well in the marketplace. Blackwell et al (2001) describe the consumer decision making process (CDP) as a 'roadmap of consumers' minds that marketers and managers can use to help guide product mix, communication and sales strategies'. Typically it is surmised that consumers encounter seven stages of decisions in their purchase encounters, i.e. need recognition, search for information, pre-purchase evaluation, purchase, consumption, post-consumption evaluation and divestment (Blackwell et al., 2001 ). In the pre-purchase evaluation stage, a consumer recognises the need for a product or service, searches for information and makes an evaluation. The three dimensions that impact on a consumer's perception and receptiveness of a sponsorship during the pre-purchase evaluation or post-event phase are related to the Event, Sponsor and Sponsorship (Speed & Thompson, 2000) . The psychological aspects of consumer behaviour are often chosen as being most important when examining consumer responses to sponsorships. It is posited that three basic psychological processes influence consumer behaviour, i.e. information processing, learning and attitude/ behavioural change (Blackwell et al., 2001) . Event includes its status, liking and fan involvement. It is believed that regard for a high status event leads to a more favourable response from the consumer (Stipp & Schiavone, 1996) . Prominent and related sponsors tend to be associated with the highest performing properties that elicit the strongest levels of affect from consumers (Wakefield & Bennett, 2010) . Additionally, Speed and Thompson (2000) contend that event status is the antecedent of favourability and interest. As an example, the Olympics would be classified a high status event with its worldwide exposure, whereas a local baseball game would constitute a low status event. Hence, we hypothesise that:
The level of perceived event status is an antecedent of a positive postevent response. i.e. Event status  Post-event response
Fan involvement is considered to be a vital component for determining sponsor recognition, attitude towards sponsor, sponsor patronage and satisfaction with sponsors (Gwinner & Swanson, 2003) . These authors contend that the higher the level of fan involvement, the better the response to a sponsorship. One thing to remember is that highly involved fans will pick up on field sponsorship better than those not as involved (Lardinoit & Derbaix, 2001 ).
Fan involvement and team association is important in the understanding of sponsorship mechanisms as it represents an indirect form of persuasion that can effect a consumer's perception of a brand by its linkage towards a property or event (Crimmins & Horn, 1996) .
Sports fans tend to have a positive affect towards sponsors of their favourite teams or their favourite NASCAR driver (Dalakas & Levin, 2005) . These authors also suggest that fans tend to reward sponsors of drivers they like, and punish sponsors of drivers they dislike. Only a few studies have explored the effects of fan loyalty and goodwill on consumers' attitudes and purchase intentions (Dees, Bennett, & Villegas, 2008) . Based on the above discussion we have postulated the following hypothesis:
Fan involvement is positively associated with post-event response. i.e.
Fan involvement  Post-event response
The Sponsor dimension includes personal attitudes and beliefs of consumers, sponsor prominence and sponsor goodwill. Any existing attitudes and beliefs consumers hold of sponsors will purposely or inadvertently affect their response to a sponsorship and the extent of such a response (B. J. Mullin, Hardy, & Sutton, 2000) . A distinct function of an attitude and belief is to symbolise and express a person's self image through identification with salient reference groups (Madrigal, 2001) . Corporate sponsorship seems to affect the affective component of an attitude by creating a positive association between the consumer's sport team and the company's product. However sponsorship can also affect the attitudinal cognitive component by altering brand beliefs/perceptions. The ultimate goal of corporate sponsorship is to change the entire attitude resulting in positive behaviours, like shopping and purchase (Mason, 2005) . Hence, the third hypothesis is thus postulated:
Attitudes to sponsor are indicative of a positive post-event response. i.e.
Attitudes to sponsor  Post-event response
Sponsorship has an indirect or disguised attempt to persuade, unlike advertising which is seen as direct with an overt intent to persuade. These factors, combined with the goodwill from sponsorship, make a consumer's defense mechanism low when perceiving sponsorship, while these same mechanisms are high when watching commercials (Mason, 2005) . Goodwill and/or the perception of goodwill are considered to be a critical component of assessing how consumers will relate to a sponsor. Stipp & Schiavone (1996) discovered that the perceived goodwill aspect of the Olympics had a major impact on the consumer. Commercial sponsorship, as a generic form of marketing communications is seen as involving benefit to society. It is seen as subtle and indirect, involving a disguised intent to persuade resulting in the lowering of consumer defense mechanisms (Meenaghan & O'Sullivan, 2001 ). Hence we have formulated the following hypothesis:
The level of goodwill attributable to a sponsor is positively associated with the post-event response, i.e. Goodwill  Post-event response
The Sponsorship dimension includes the type and level of exposure and sponsor-event fit.
The type and level of exposure a sponsor receives may have a significant impact on sponsorship response. The most commonly reported methodology for evaluating the results of a sponsorship is based on measuring the quantity of exposure the sponsoring brand achieves through media coverage of the event (Cortez, 1992) . Wakefield et al (2007) found that a person's individual exposure level to a sponsorship venue are as expected, with those attending more games exhibiting better sponsor recall. There is a substantial body of research which suggests that in most circumstances exposure is necessary and as sponsorship is a strategic and conscious process, the consumer's attitude towards different attributes of a promotion plays a major role in shaping their response to that promotion (Speed & Thompson, 2000) . Hence it is hypothesised that:
The level of exposure to sponsorship is significantly associated with the post-event response. i.e. Level of Exposure  Post-event response
Most studies distinguish between a functional fit and an image related fit. Functional fit describes the thematic relatedness between a sponsor and an event while image related fit encompasses the attributes associated with a sponsor and the sponsored event. With all else being equal, companies and brands that seem to be related to an event are more likely to be identified as actual sponsors (Grohs, Wagner, & Vsetecka, 2004) . Koo et al (2006) suggest that students with high perceived brand/sport event image fit may have transferred the favourable associations arising from the brand/sport event fit to their evaluation of the sponsors' corporate image. Fit matters because high fit sponsorships are consistent with what would be expected from a business, whereas low fit sponsorships are not. This difference affects the clarity and positioning of a business and it alters the processing of sponsorship information in influencing how well the sponsorship is liked (Simmons & Becker-Olsen, 2006 ). Hence it is hypothesised that:
Sponsor-event fit contributes to a positive association with post-event response. i.e. Sponsor-event fit  Post-event response
Post-event response and Transfer of Image Values
The communication effects of sponsorship vary according to the degree with which the individual consumer is involved with the sponsorship activity. When the audience is involved, several levels of communication effects arising from the sponsorship can be detected and these are similar to the multistage process central to the understanding of advertising effects (Meenaghan, 2001) . Drawing from relevant literature, the post-event response comprises of the following aspects: recall, awareness, favourability and interest.
While higher levels of recall and recognition have been found to predict positive attitude abstractions (Chattopadhyay & Alba, 1988 ) and higher levels of receptiveness (Dolphin, 2003) it is not adequate enough a component to understand the total effects and effectiveness of sponsorship. Nevertheless, this does not discount the worth of understanding levels of recall and recognition, especially in a densely cluttered and competitive sponsorship environment (Lardinoit & Derbaix, 2001) . Favourability implies that consumers are in a position where they feel they are able to choose one company/brand/product/service over another. On its surface, a social sponsorship is an intrinsically favourable action, one consumers are expected to like. Interest is necessary in the overall make up of sponsorship research. Grohs et al (2004) postulate that interest enhances consumer memory and has the ability to enhance the effects of other sponsor-property attributes. Only those sponsors that are prominent and related receive relatively high recall rates across all levels of sponsorship (Wakefield et al., 2007) . These authors suggest that highly related prominent brands such as Coca-Cola or Nike are likely to find that they can achieve relatively high levels of association with the event at a low level of commitment, as compared with less prominent or unrelated brands, which must spend at the highest sponsorship levels to achieve a similar association with the event. Sponsorship essentially thrives in the reflection of the sponsored activity, with the sponsor and sponsored activity becoming involved in a symbiotic relationship with transference of values from the activity to the sponsor (Meenaghan & Shipley, 1999) and with hope to the consumer. Contention lies in understanding whether the values of the sponsor in fact transcend to the consumer with a positive impact and whether this has a subsequent effect on purchase intention. The three components of image transfer are activity level, category level and image congruence.
Based on the above discussion, we hypothesise that:
Post-event response is positively associated with image transfer. i.e.
Post-event response  Image transfer
And H 8 : Image transfer is positively associated with intention to purchase. i.e.
Image Transfer  Intention to purchase
Development of a conceptual framework
The conceptual framework was developed by adapting the consumer decision process (CDP) model and integrating it with the constructs used in previous sport sponsorship studies, notably the work of Speed and Thompson's (2000) .
There is yet to be a study, which examines sponsorship as part of a complete process such as the CDP (Meenaghan, 2001 ).
Based on this understanding, a conceptual model was designed which is depicted in Exhibit1. iv) Section 4 was aimed at collecting demographic data from respondents, like gender, age group, income group, educational level, occupation and marital status.
The survey instrument was pre-tested to evaluate for clarity of items, flow of the structure, ease of answering and time taken to complete. Two focus groups, each comprising of six participants (who were familiar with the area of study) were used to provide meaningful feedback. Following the pre-testing, the instrument was modified and refined. The major problem was with the length of the questionnaire, which was subsequently reduced by adjusting its formatting and layout. A non-probabilistic sampling procedure, i.e. convenience sampling was adopted owing to the unavailability of a satisfactory sampling frame. Aside from the precondition of participants to be over 18 years of age, there were no other requirements in the selection of participants. The overall sample was gathered throughout country and metropolitan areas within the state of Victoria. Trained interviewers administered the surveys which were either collected as they were completed or were returned by mail to a post office box address. Overall non-response bias was taken care of by improving the research design and also by using trained interviewers. Of the 2000 surveys distributed for this study, 704 were returned and eight were disregarded, as these surveys were not completed. The relatively high response rate of approximately 35% was only possible owing to on-the-spot collection of completed surveys. Of the 696 participants who took part in this study, 331 were male and 365 female. While trying to provide a broad range of ages for the study, participants predominantly fell within the 16-24 or 25-34 age groups. As a result, the overall demographic of the survey participants would be described as being relatively 'young'. The demographic profile of the respondents is shown in Exhibit 2. 
Results
For the data analysis, the total sample size of 696 usable responses was randomly split into two independent databases. EFA was conducted on the calibration sample (N=250). CFA and SEM were conducted on the validation sample (N=446). EFA was performed (using principal axis factoring) on the 36 items measuring event, sponsor and sponsorship factors.
The Kaiser-Meyer-Olkin (KMO) value obtained was 0.91, which is considered 'meritorious'
for a factor analysis model (Kaiser, 1974 ). Cattell's scree test was used to extract six factors which were named Fan Involvement, Attitudes, Event Status, Exposure, Goodwill and Event
Fit. Following an Oblimin rotation, the resulting customised scale retained 28 items from the original 36 items, explaining 79.7%% of the total variance. All these items had loadings of 0.5 and above. Also, items that were loaded heavily on more than one factor were eliminated (Hair, Money, Samouel, & Page, 2007) . Details of the factor analysis are shown in Exhibit 3. A second factor analysis was performed using the 29 items relating to post-event response, image congruence and purchase intention. The Kaiser-Meyer-Olkin (KMO) value obtained was 0.96, which is considered 'excellent' for a factor analysis model (Kaiser, 1974 ). Cattell's scree test was used to extract six factors and, following an Oblimin rotation, the resulting customised scale retained 25 items from the original 29 items, explaining 84.1% of the total variance. Items that were loaded heavily on more than one factor were eliminated (Hair et al., 2007 CFA for each of the twelve factors from the exploratory factor analyses were conducted using AMOS Version 18 (Analysis of Moment Structures) in order to assess the convergent validity of the constructs (Steenkamp & Van Trijp, 1991) . Anderson and Gerbing's (1988) two-step approach was then used to validate the conceptual model framework using SEM. First a saturated model in which all 12 constructs correlated was fitted producing a chi-square value of 5414 and 1234 degrees of freedom, producing the correlations shown in Exhibit 5. Next the conceptual model shown in Exhibit 6 was fitted to the data producing a chi-square value of 5837 with 1272 degrees of freedom. The appeal of SEM lies in the ability for researchers to quantify and test theories (Raykov & Marcoulides, 2000) . SEM also enables the account of measurement error that is omnipresent in most disciplines and contains latent variables (Raykov & Marcoulides, 2000) . This model was then used to test the hypotheses and the results are shown in Exhibits 6 and 7. Basically, a version of 't' test is employed which uses critical ratios from the SEM. The direction and significance of the relationship is 
Discussion and managerial implications
The support for the above hypotheses is based on the implied correlations with values of above .8 associated with strong support, values between .5 and .8 associated with moderate support and values below .5 associated with weak or very weak support. However, the results revealed that despite a very weak positive implied correlation between event status and postevent response, the regression coefficient was negative when the other variables were included in the model. Evidently this refutes previous works conducted by the likes of (Speed & Thompson, 2000) and (Stipp & Schiavone, 1996) . Fan involvement did have a significant association with post-event response. This result is not surprising considering the amount of research conducted in this area which predominantly concurs that fan involvement is particularly significant. There was strong support for the hypothesis regarding attitudes towards sponsors and this is in line with the findings of Blackwell et al (2001) and Mullin et al (2000) D'astous and Bitz (1995) and Speed and Thompson (2000) .
There was moderate support for the hypothesis pertaining to sponsor and event fit. Previous research has indicated a divide in opinion regarding the degree to which sponsor-event fit, or congruence, affects the decision to purchase a sponsor's product or service. The result though not highly significant, indicates that it is still necessary for sponsors and properties to assess the compatibility of a partnership before making the final decision to engage in such The findings of this empirical research will enable sponsored properties to develop a better understanding of sponsorship, sponsorship practice and consumer behaviour. In particular, the results demonstrate that sponsorship research is still in its infancy, and therefore, such implications are to develop and evolve through its application and use. Whilst research is of paramount importance it also appears that fit and congruence measures require attention in conjunction with a collaborative approach with the sponsor(s). Properties should also be conscious of image and image transfer effects. Research is at the forefront for developing, engaging in and sustaining a beneficial sponsorship. While the focus on research tends to favour the sponsor, properties must also participate in this process to ensure that they are able to benefit from the sponsorship, and offer value to the sponsors. It is clear that properties cannot evoke or sustain value as they are. The inference of value is strong in modern day sponsorship, particularly with reference to the recognition that sponsorship is no longer a philanthropically centric concept or business practice. The results of this study have demonstrated this idea clearly, particularly in regards to consumer buyer behaviour.
The implications for sponsors are highly critical. As a sponsor, they are making an investment and the unfortunate problem that arises with some sponsor management teams is the expectation of an automatic return on their investment. The results of this research clearly indicate that sponsors require full involvement in the sponsorship procedure. As is the case with the property, research is of paramount importance for the sponsor. An intimate knowledge of the market of the property for which they wish to engage a sponsorship deal is critical. In the first instance, the sponsor needs to determine the type of audience they are to success, they should also not rely on exposure and recall measures in both preliminary stages and in evaluation as is predominant in current business practice. Sponsors need to understand that sponsorship relies on a number of processes to achieve beneficial and meaningful returns. Exposure alone is not a sufficient enough means of assessing the success of a potential sponsorship or evaluating a current one.
Limitations and future research
The findings of this research are bound by the context for which sponsorship was examined.
This study looked specifically at large organisations and their sponsorship of two major sporting events in Australia. Therefore the implications for this research more likely apply to organisations and sporting events that share similar characteristics to those examined in this study. As the sporting events -Australian Football League and the Australian Open Tennis -were confined to Australia, the generalisability of the results may have been affected. Therefore such results could be considered to be unique to the Australian marketplace. To an extent, the cross-sectional research design of this study was also a limitation. In aid of convenience and time constraints this research design was ideal.
However, the capacity of the study to understand change and development in consumer perceptions and behavioural intentions was bound by this time frame. For example, consumers newly acquainted to the examined sporting events or sponsors may change their opinion after considerable time has lapsed. Consequently, this research was unable to capture the effect of time on consumer responses and additionally, on sponsorship effectiveness.
As indicated, a survey strategy was employed for this study. The survey consisted predominantly of scaled items to allow for analysis using structural equation modeling.
Subsequently, the qualitative element of the research was limited. The items used in the survey were sourced from previous sponsorship based studies. However, more testing is necessary to ensure that each item measures what is required, as not all had been empirically tested beforehand. The large number of items in the survey, which reflected the considerable scope of this study, affected the detail that could be extracted from respondents and subsequently presented a key limitation of this study. Another limitation of this study is that ninety percent of the respondents were below the age of 45. A more representative sample of all age groups should be selected in future studies.
Future research should examine the conceptual model presented in this study and test it for validity. As the model itself is a unique contribution to current sponsorship literature and research, further research needs to be conducted to support its existence. Such validation should also confirm the wording and structure of the survey instrument that will provide evidence to support the final model. Likewise, the sequence of the model demonstrating the determinants of sponsorship effectiveness on consumer response also requires verification.
Future research may also focus on brand and brand beliefs as a step to assessing sponsorship effectiveness. While a generalised understanding of brand, that is, the examination of the sponsor and attitudes towards the sponsor was undertaken, a more brand-centric approach may be of benefit to the sponsor. This may enable a more tailored understanding of the sponsor within their current sponsorship undertaking. This includes symbolic associations, which may affect how they may be perceived in any prospective sponsorship deals.
